Regional Update: customer Alignment Proiect
Submitted by

the Customer Ali gnment Project Team
Created to improve service to
enrolled groups in the state's five
regions, the Local Group Market
Operations Customer Alignment
Project will begin in West Florida and
two interim areas, Northeast/
Northwest and Central/South.
The geographic transition will
require operational changes in the
Micrographics area, telephone call
routing, and resultant management
reporting tools.
A pilot, "back-end" microfilming
project to improve production, quality
and cycle time was completed recently
in Local Group 10-99 Entry. Claims
were processed and then microfilmed,
rather than the reverse.
Developed with input from the
project team, Claims, Micrographics
and Internal Audit, the pilot will be
analyzed to determine the merits of the
new process.
For a better reporting process,
project team and regional operations
personnel selected a more accurate,
understandable
flexible
and
programming language, FOCUS,

which Operations can modify without
help from Systems as needs change.
The team is working the call
distribution issue with the "Advanced
800" telephone number. Advanced 800
allows routing by area code to a
specific area, using one toll-free
number (eventually by both area code

and exchange). It will also allow the
use of "special" toll-free numbers (for
Employee Group, Publix, American
Express, etc.).
Customer alignment will produce
more consistent, accurate service that
will help the Florida Plan attract and
retain contracts in the years ahead.
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Plan introduces ''Lile Fund''
aroup product on west coast
Florida Combined Life Insurance
Company, Inc., (FCL), BCBSF's life
insurance subsidiary, has entered the
payroll deduction market with a Group
Universal Life product, "Life Fund,"
marketing initially to existing and new
group health insurance customers in
the Tampa-SL Petersburg area.
Life Fund fits well into the existing
group product portfolio, offering
additional life benefits to employees
who desire extra coverage.
Full-time employees will have an
option to obtain Universal Life either
in money purchase amounts ($3-10 per
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week) or by face amount up to a
maximum of $1,500. The minimum
face amount is $5,000; spouse (up to
$ 7 50,000) and dependent children
coverage ($5,000 or $10,000) also are
available.
The product will be marketed solely
by BCBSF sales representatives;
statewide marketing is planned for
1990.
Life Fund will be evaluated for
possible introduction to BCBSF
employees during the 1990 benefit
period.

It's a new d
tor BCBSF

BULK RATE
U.S. POSTAGE
PAID
JACKSONVILLE, FL
PERMIT NO. 85

ADDRESS CORRECTION REQUESTED

i•.�·i���.?;..
'Z�'!,i"}�
j.>"�

�r .
�
• .. ·•�; 1=YC•

►
-

,.•114 :�

k
•.,
..'mt'

I ,,f/,.,

6l,

�
'---.

�-�·-·

-,(���

•:Jt��

,-

•,;• -!t;'�,t.,.... .A.�
'i!:if!�-���:

�I!..

::

�

Vol. 38, No. 9

A Newsletter of Blue Cross and Blue Shield of Florida

September 1989

Florida Plan embarks on new course
tor quality growth in market share

For most businesses, more sales mean greater
earnings. But with health insurance, too many sales
to high-risk groups could mean underwriting losses.
With this in mind, the Florida Plan has embarked
upon a new course for its marketing efforts, stressing
quality as well as quantity.
The primary aim is to obtain a significant annual
gain in market share that is consistent with financial
soundness and setvice excellence.
Toward that end, the Strategic Marketing Planning
Group in recent months has identified five corporate
marketing objectives. Members represent Marketing,
Actuarial and Underwriting, the Market Segment

Teams (Local Group, National/Special, and Direct),
Health Options, Florida Combined Life, Human
Resources, and Corporate Planning.
The objectives:

1. An effective, motivated and satisfied work/orce

2. Satisfaction of customers' needs and expectations
concerning product, benefits, price, value and service
3. Optimization of long-term net earnings
4. Information systems and capabilities for effective
marketing decision making
5. Significant annual market share increase, positioning
BCBSF as a dominant influence in Florida health care
related industries

While each is essential for success, most efforts will
focus on product, price, promotion and distribution
strategies for increasing market share, which is
central to the marketing function. Market research
and analysis, and market segmentation, also will
receive great attention.
To succeed, the Plan must attract and retain
enrollment that's desirable, from an underwriting
standpoint, and match customers with products that
meet their needs while controlling the price and use
of medical setvices.
"We'll grow market share in target markets that will
enable us to control and manage growth," said Hal
Fahner, vice president of Corporate Marketing.
Meeting each objective will require significant
changes in the way BCBSF markets its products.
Regional vice presidents and marketing directors
are defining target markets and establishing

(Continued inside)

Financial Picture
briaht at mid-vear
Pleased with their effort in participatory management, wire business unit employ ees are (front, l-r) Di,ane Frazier, Bertha
Scott, Tiffany Cisero, Sandra Kearce, (back) Lori Wiles, Kim Powell, Gwen Brewer, Josephine Davis, Barbara Andrews,
Norvie Whetsel, Cheryl Pittman, Jane Brennan, Sherryl Taylor, &bin Wingfield, Crema Mosley and Flo Newkirk.

Wire unit discovers a new wav
to imorove work environment

"Now we have a supervisor who is committed to
the area, and a staff of people who are dedicated to
the supetvisor. It's a win-win situation."
It's als0 "an exciting new venture" in participatory
management, said Jane Brennan, manager of
National Account Operations.
Claims examiners in her department's wire
business unit recently hired their own supetvisor,
which may be a first for the corporation.
"It wasn't easy," said Sherryl Taylor, one of four
examiners who evaluated applicants during their
interviews. "We wanted what was best for us someone who would stay with us for more than a
year, and who was familiar with our department and
the work we do."
Their decision was difficult, as all of the applicants
scored about the same during intetviews. Kim Powell,
who was chosen, said she feels welcome in the area,
where there's an atmosphere of mutual support.
"Morale is great," evaluation team member Gwen
Brewer said, noting that the team compared
applicants' goals with department needs, seeking to
help the supervisor's career development. "We

weren't looking for management experience,
necessarily," she said.
The evaluation team learned about personnel
selection from Nieves Gallegos of Personnel. The
entire unit developed intetview questions based on
criteria for the position.
Because it was a first-time venture, staff members
decided to choose four representatives to evaluate
applicants while their manager intetviewed them.
But next time, the process will be different.
"Employees will conduct the intetviews; I think they
are ready for it," Brennan said.
Brennan chose this hiring approach as part of the
"Quality of Work Life" concept, which encourages
employee involvement in decisions affecting them.
"The best plan and the best results come from the
recommendations and initiatives of the people who
do the job, and that's what we did," she said.
The wire business suspense and entry claims
processing unit handles mainly InterPlan Bank
hospital and Central Certification BCBS claims. It
communicates by wire with other BCBS Plans about
eligibility and benefit information.

BCBSF reported a net gain of $13.2 million in the
second quarter, increasing its net income for the first
half of the year to $20.7 million - a $36.7 million
improvement from the first six months of 1988.
HMO operations reported the first profitable
quarter in seven years, a net gain of $612,000. They
are almost at break-even now, with a mid-year loss of
$67,000, compared with a $13.7 million loss during
the same period a year ago.
"The second quarter performance of our HMO
operations reinforces our confidence in our business
strategies and our commitment to the managed care
concept," said Ken Otis, executive vice president.
With a $22.4-million increase during the first two
quarters, policyholders' equity grew to $117.7 million.
Corporate assets increased to $491 million,
compared with $440 million a year ago.
Revenues through June totaled $642.1 million;
expenses were $633.7 million. Comparable figu res a
year ago were $580.9 million and $603.7 million.
Investment income grew to $12.7 million, com
pared with $6.8 million during the first half of 1988.
"We are pleased that the financial improvement
we saw during the first quarter was followed by a
strong second quarter performance, especially in the
HMO operation," said Richard Thomas, vice
president of Finance and Planning.
"Our overall business continues to grow, with total
revenues increasing more than 10 percent over 1988.
We are also seeing some progress in managing our
medical claims expenses, which are up only about 3
percent this year, compared with our projections of
9 percent," Thomas said.
Otis added, "While we feel good about what we
have accomplished, we realize our work has really
just begun. We must build on our initial success in
controlling medical care costs and make sure we are
operating as efficiently and effectively as possible."

-

Medicare Part B's new Phone
service delivers prompt answers
There's good news for Medicare
beneficiaries who call BCBSF for basic
information. Now they don't have to wait
to ask easy-to-answer questions.
"Shon Order" service offers a new
toll-free number (1-800-666-7586) for
simple requests such as checking claim
status, changing an address, or ordering
an explanation of benefits.
Medicare Part B Telecommunications
expanded its telephone service to
handle an increased number of calls
related to the claims inventory of recent
months. An analysis determined the
most frequently asked questions and
those easiest to answer.
The new phone line has received an
average of 1,700 calls per day since its
first use July 5, enabling the regular cus-

tomer service line (1-800-333-7586) to
handle more complicated questions,
superviser Debbie Williams said.
The new line has helped to produce
fewer blocked calls (caller gets a busy
sign al) to the department, she said.
Despite a declining claims inventory,
the volume of calls to the new number
should increase substantially when more
beneficiaries in the populous Miami
area become aware of it, and when more
seasonal residents arrive in Florida.
More calls also are expected when
Catastrophic Coverage changes take
effect in January 1990.
Thiny-two temporary customer service
representatives are answering Short
Order queries after two weeks of
training. Some of them will train for
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three more weeks and become
full-time employees, Williams said.
Seventy-five staff members answer the
regular customer service line. When they
all are busy, a brief, recorded message
announces the Shon Order number and
the services it offers.
Short Order employees mail
directories of participating physicians to
beneficiaries - requests formerly were
referred to another department, and delivery
sometimes took up to six weeks. Beneficiaries
now get them within two weeks, Williams said.
Staff members also can tell holders of some
Medicare supplemental policies if their claims
have crossed over yet. After January 1, 1990,
they'll tell beneficiaries their out-of-pocket
amounts and answer questions about
Catastrophic Coverage.

Sharing
our

Tradition
of

Caring

Please, support United Way
in the 1989 corporate fund drive

For Your Benefit:

Emo1ovee retirement orouram
From the Employee Benefits Department

This column answers common questions about the retirement benefit program.

Q: vVhen am I eligible to participat,e?

A: It's automatic once you've reached one year of service and age 21.

Q: Must I put money into the program?
A: No. It's provided entirely by BCBSF.
Q: What does vesting service mean?
A: It's how long you must work in order to earn a right to your pension benefit It
includes complete and partial years of service with BCBSF, and the following:
• Service with other BCBS Plans
• Absences for active military leave if you return to work
• Part-time service after January 1, 1976, if you were already a program participant
Some other periods of time also count as credited service for vesting purposes.
Contact Compensation and Benefits if you have questions about how your service is
being credited.
Q: How many years do I have to work to be vest,ed in my pension plan?
A: Five years. Before January 1, 1989, it was 10 years, or age 55 with one year of service
Q: vVhen may ! rPtire?
A: Age 65 is considered normal retirement age if you were hired before age 60. If
you were first hired by a BCBS Plan on or after your 60th birthday, your normal
retirement date is the first of the month after completing five years of credited service.
Q: Can I retire before my normal rf'tirprnent age, 65?
A: Yes. You can get early retirement benefits at any age from 55 to 65. But if you
participated in the program before January 1, 1989, you don't need five years of
credited service to retire early.
Q: If I eled to retire early, will my retirement benefit amount be reduced?
A: If you start receiving benefits before age 62, your early retirement benefit will be
reduced to account for the time you'll receive benefits before age 62. If you retire after
age 62, this early retirement deduction doesn't apply.

Q: How much will my retirement benefit be?

"Short-order" t,eam members are ( 1st row, l-r) Trade Pough, Debra Lewis, Alexa Di,lworth,
Donna LewisJohnson, Mary Barry, RJwnda &sen, Sheila Helgert, Jackie Prime, Augustine
Alexander, (2nd) Glenda McColwrs, Christy Warren, Michael Mayo, Osborn Murray, Julian
Fillingim, Walter Fort, Melinda Bess, Antenet Knight, Pat Spicer, St,eve Mazar, Alfreda
Williams, (3rd) Greg Wheeler,JaneJackson, Veronica Allen,Jania Kee, Ga'-e Schmoll, Veronica
Washington, Kevin Lawson, Shawn Austin and Cassandra Harris.

A: Calculated according to the Final Average Salary (FAS) formula, the targeted
benefit is 70 percent of your FAS (the highest five consecutive calendar years of
annual earnings of your last 10 years of service), reduced by 45 percent of your Social
Security Benefit and multiplied by a service fraction. The fraction is your years of
credited service up to 35, then divided by 35 if you terminate your employment after
you are eligible to retire.
Example: If your FAS is $25,000:
70% (targeted benefit) of FAS
Assume Soc. Sec. benefit $6,000, reduced by 45%
Assume 17 1/2 years' service at age 65, divided by 35
Resulting retirement benefit

$17,500
-$ 2,700
$14,800
X
.5
$7,400

Q: Does the retirement formula include an offset for my Soci,al Security benefit?
A: Because BCBSF contributes to your Social Security benefit and pays the full cost
of our retirement program, the Plan uses a portion of the Social Security benefit
against the retirement benefit The benefit formula describes how this works. It's a
common feanire in many company-provided retirement programs.
Q: Since the new vesting requirement is five years of service, if I leave BCBSF after six years,
am I imrnediat,ely eligible for a retirement benefit?
A: You would receive a lump-sum retirement benefit payment immediately only if the
total value of your benefit as of your termination date is $3,500 or less. If it's more
than $3,500, you may receive your benefit payment at age 65, or you may receive
benefits as early as age 55.
If you terminate your employment while vested, contact Compensation and
Benefits to determine the value of your retirement benefit
Q: What are the benefit payment options under the retirement program?
A: Except for the special, lump-sum benefit situation, your benefit would be paid
under one of the "normal" payment methods. If you're single, a Lifetime Only
pension pays each month for life, with no benefits to any beneficiary when you die.
If you're married, a 50 percent Joint Pension option provides a reduced lifetime
benefit; when you die, a spouse can receive half your benefit for the rest of their life.
You may elect other payment options. For information about them, or about the
retirement program, refer to your Retirement Program Summary Program
Description, or contact Mimi Gilbert-Quinn, ext 6098.
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Plan embarks on new course to arow market share
(Continued from front page)
objectives, goals, and marketing mix
strategies for each market segment They
are restructuring their organizations to
improve local service and to maximize
sales people's personal contact with
prospective customers and enrolled
groups .
Sales representatives will be encou
raging accounts with traditional cove
rage to move into BCBSF's managed
care programs, which offer greater
control of the price and use of medical
services.
A new, incentive compensation plan
offers sales persons the greatest rewards
for selling managed care products to the
best-risk accounts in target markets.
"Consultive selling," a training
program recently introduced, gives the
entire sales force a uniform approach to
the selling process. A new, professional
development program will offer practical
learning opportunities intended to
support their career goals.
This educational program, designed
by Marketing and Human Resources,
will include train ing provided by
internal experts, universities throughout
Florida, and organizations supporting
career design ations such as CHC, RHU
and CLC.
A sales management development
program will enhance marketing direc
tors' and sales managers' skills for
coaching their staffs, designing sales
I
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tools, and conducting sales meetings. It
also will help them in sharing market
and competitor information, and in
short-term forecasting, planning and
budgeting.
All sales efforts, including those of
external distribution channels, will be
oriented toward direct sales to customers
in specific market segments.
An example of this is a test in the
Tampa area. Telemarketing staff will
qualify groups of 10 to 50 employees as
potential customers and encourage
them to meet face-to-face with BCBSF
sales representatives.
Evolution of the formerly separate
H OI and BCBSF sales units into a
single, integrated sales force, which
already has begin throughout the state,
will enable every sales person to sell all
of the corporation's products.
To enhance promotional efforts,
Market Research and Advertising staff
members have initiated concurrent
planning efforts that will tailor
promotional messages to targeted
market segments.
These improvements and others will
help BCBSF to penetrate target market
segments with appropriate products,
services and marketing approaches.
Because the desirability of some target
markets may change over time,
continued success will require constant
evaluation of markets and competitors.
Market Research and Sales Training

coordinated strateales
tor the marketing mix components
_

Product - A full portfolio of entry and upgrade health care financing, fklivery and
ancillary products, all oriented toward managed care, will be designed to meet the needs
of specific market segments. BCBSF will seek to become a product innovator. The Plan
will differentiate its products on the basis of adfkd value.
Price - The corporation will seek adequate compensation for the risk involved in
particular products and market segments. Pricing will swpport growth objectives whi/,e
recognizing market price conditions. The Plan will seek improved cost information to help
formulate effective pricing.
Promotion - Target market segments will be reached effectively and efficiently with
tailored promotional mixes. BCBSF will be positioned as Florida '.5 premier health
insurer, offering products to meet varying needs, and as the /,eader in providing high
value managed care products at competitive ,prit:es.
Distribution - Distribution channels will be tailored to specific market segments
and oriented toward selling directly to customers.
Market Research and Competitor Analysis - These will form the basis
for market segmentation and target marketing. The Plan will analyze sal.es activiti,es and
results, market share, customer satisfaction, and other indicators of marketing
peiformance.

HOSF doctors earn $1 .3 million
in shared savings program
The Florida Plan distributed $ 1 .3
million to many of the primary care
physicians who participated in Health
Options of South Fl01ida in 1 988.
Forty-seven percent of HOSF primary
care physicians earned the money by
demonsu-ating cost-effective delivery of
quality health care.
"These results reflect our success with
Health Options in achieving 'win-win'
partnerships with physicians who are
excellent health care managers within a
high-quality patient care delivery
system," said Jacob Lazarovic, M.D.,
South Florida regional medical director.

The average physician payment was
$4,250; one doctor received the largest
amount, $34,344.
Lazarovic predicts that changes to
primary care physician agreements will
offer new opportunities for doctors to
share in the savings achieved through
Health Options benefit management
programs.
Proposed changes for 1 990 include
new quality indicators and other
strategies to reward physicians who
consistently meet Health Options quality
and management guidelines, he said.

already are working with consultants to
collect and organize competitor data.
This and competitor information
compiled daily by sales people will
support a management information
system for detailed market analysis and
planning.
Market Research and Systems are
design ing a management information
system of internal databases to analyze
the financial characteristics of various
groups and market segments, and to

assess product performance and
distribution channels.
Working together, all of the elements
of strategic marketing planning organizational restructuring, market
research and analysis, market
segmentation, advertising, a new
compensation plan, sales force
integration and sales training - will
produce financially sound growth for
the Florida Plan.

SEPTEMBER

Medicare presentation* - Jacksonville, Park Lane Baptist Church,
1 1 a.m. - noon
12
BCBSF board of directors annual policyholders' meeting - Jackson
ville, University of North Florida, 9 a.m.
12-13 Medicare B provider seminar** - Orlando, surgery, Park Suite Hotel
19
Speaking engagement - Jacksonville, St. Vincent's Home Care Profes
sional Advisory Committee, noon - Janet Crozier
Medicare A seminar*** - Jacksonville, University Hospital, BCBSF
home office
20
Medicare A seminar - Port St. Joe, Gulf Pines Hospital, 1 -4 p.m.
21
Medicare B provider seminar, surgery, Jacksonville, Holiday Inn
Baymeadows
Medicare seminar - Tampa, St. Joseph's Hospital, American Guild of
Patient Account Management
23
Medicare presentation - Jacksonville, Mayor's Commission on Aging,
annual retirement seminar, 1 0:30 a.m.
27
Medicare presentation - Tampa, Florida Council on Aging, Hyatt
Westshore, 1 1 : 1 5 a.m.

5

OCTOBER

1 1-12 Medicare B provider seminar - Tampa, general, Holiday Inn Airp ort
19
Medicare presentation - Gainesville, University of Florida retirement
seminar, 2: 1 5 p.m.
20
Medicare presentation - Lake Wales, National Association of Letter
Carriers retirees, 1 :30 p.m.
21
Medicare presentation - Daytone Beach Shores, Florida Laryngec
tomy Association semi-annual meeting
25
Medicare B provider seminar - Orlando, surgery, Park Suite Hotel
28
Corporate Caring**** - Halloween party, 2-4 p.m.
* Medicare presentations by senior advocate, 791-6 738
** Medicare B provider meetings and seminars, 359-8260
*** Medicare A seminar, 791-8358
**** The Corporate Caring Program invites employees to help brighten a day for
senior citizens at Cathedral Townhouse in JacksonviUe. Call 791-8070.

This calendar is intended to reflect upcoming activities involving
all areas of the corporation. Call 79 1 -8664 to report scheduled activities.
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Regional Update: customer Alignment Proiect
Submitted by

the Customer Ali gnment Project Team
C re ated to i m prove s e rv i c e to
e n ro l l e d gro ups i n the state ' s fi ve
regio n s , the Loc a l G ro u p M arket
O p e rati o n s C u s to m e r A l i gn m e n t
Project will begin in West Florida and
two i n teri m are as, North e a s t /
Northwest a n d Central/South.
T h e ge ogra p h i c tra n s i t i o n w i l l
require operational c h an ge s i n t h e
Micrograp hics are a, te l e p h o n e c a l l
routi n g, and re sultant m an age m e n t
reporting tools.
A p i l ot, "b ack-e n d " m i crofi l m i n g
project t o improve production, quality
and cycle time was completed recently
in Local Group 1 0-99 Entry. Claims
were processed and the n microfilmed,
rather than the reverse.
D e v e l o p e d with i n put fro m t h e
proj ect team, Claims, Micrographics
and Internal Audit, the pilot will be
analyzed to determine the merits of the
new process.
For a be tter reporti n g pro c e s s ,
project team a n d regional operations
person nel selected a more accurate,
u n d e rs t a n d ab l e
fl e x i b l e
and
pro gra m m i n g l a n gu age, FOCUS,

which Operations can modify without
help from Systems as needs change.
The team is worki n g the c a l l
distribution issue with the "Advanced
800" telephone number. Advanced 800
a l l ows ro uti n g by area c ode to a
s p e c i fic are a , u s i n g o n e toll -fre e
number ( eventually by both area code

and exchange). It will also allow the
use of "special" toll-free numbers (for
E mployee Group, Publ ix, Am erican
Express, etc.).
Customer align m e n t wi ll produce
more consistent, accurate service that
will help the Florida Plan attract and
retain contracts in the years ahead.
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Plan introduces ''Lile Fund''
aroup product on west coast
Florida Combi ned Life I n surance
Co mpany, I n c . , ( FCL), BC BSF's life
insurance subsidiary, has entered the
payroll deduction market with a Group
Universal Life product, " Life Fund,"
marketi ng initially to existing and new
group health insurance customers in
the Tampa-SL Petersburg area.
Life Fund fits well into the existing
group product portfo l i o , o ffe ri n g
additional life benefits to employees
who desire extra coverage.
Ful l-time employees wi l l h ave an
option to obtain Universal Li fe either
in money purchase amounts ($3- 1 0 per
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week) or by fac e a m o u n t up to a
m aximum of $ 1 ,500. The m i nimum
face amount is $5,000; spouse (up to
$ 750,000) a n d d e p e n d e n t c h i l dren
coverage ($5,000 or $ 1 0,000) also are
available.
The product will be marketed solely
by B C B S F s a l e s repre se n tative s ;
statewide m arketi n g i s p l a n n e d for
1 990.
L ife Fu n d w i l l be eval u ated for
p o s s i b l e i n tro ducti o n to B C B S F
e m pl oyees duri n g the 1 990 b e n e fit
period.

It's a new d
tor BCBSF
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